The main objective of this study is to examine customer satisfaction in the banking sector using the SERVQUEL model and Ecobank Ghana Limited in Ghana as a case study. The research employed the quantitative research approach. Using a sample size of 150, data was collected and analysed. The research revealed that expectations of customers exceeded their perceptions. The interpretation of this result using the disconfirmation theory is that customers are generally not satisfied with the quality of service they receive from the bank. The conclusion drawn in this regard is that, Ecobank Ghana Limited is not fully meeting the expectations of their customers and hence need to do more to improve its service quality as a means of satisfying their customers so as to remain competitive. The research population was restricted to three Ecobank branches: all in one township and hence the results of the study cannot be generalized. Future studies should therefore look at conducting a countrywide study.
Introduction
Businesses today are always looking for ways to ensure that they stay ahead of the pack. No business wants to stay behind and hence the continuous strive to gain competitive advantage. A business is said to have competitive advantage when it is able to secure an edge over its competitors in relation to such factors as securing customers and defending against competitive forces. Competitive advantage means placing one's business in position that is ahead of its rival in their given sector. Several approaches have been resorted to for competitive advantage. These include: production of high quality goods and services, superior customer service provision, establishing business at convenient locations as well as ensuring that customers get value for money [9] .
Banks in Ghana just like those around the globe have developed and introduced several measures to improve their performance. These include diverse technology based products and services such as internet banking and the employment of various communication tools and mediums for marketing their services. The challenge with this approach is that immediately one Bank introduces a change, its rival either replicates them or introduces improved version. As a result, Banks have resorted to customer related factors to stay ahead of their rivals. This study seeks to examine customer satisfaction in the banking sector using the SERVQUEL model.
As a result, Banks have resorted to customer relatedfactors to stay ahead of their rivals. The customer relatedfactors include tangibility, reliability, empathy, responsiveness and assurance. According to Kumar et al. [13] , introduction of the above factors improves customer loyalty and retention, thereby giving a bank competitive edge over others. To [14] , empathy, tangibility, responsiveness, reliability, and assurance significantly predict customer satisfaction. In the case of Ghana, there is little studies on how service quality practices may lead to customer satisfaction in in the banking industry [12] . There is therefore the need to ascertain how service quality leads to customer satisfaction. One of the few studies on service quality in the banking industry was conducted using Ghana Commercial Bank [12] and a target population from the capital town of Ghana. Hence the findings of that study could be skewed towards other factors within that particular bank or the geographical location of the target population. Therefore adopting the SERVQUEL model, using a different bank (Ecobank) and different population target, this study seeks to examine customer satisfaction.
Literature Review
In today's highly competitive banking industry, customer satisfaction is considered as the bedrock of success. Marketing researchers generally agree that satisfaction is a response to consumption related experiences. Customers who are satisfied tell others about their experiences: word of mouth (WOM) advertising [10] . Unlike the past, modern marketing philosophies are all hinged around customer satisfaction. Nowadays marketing activities are centred on identifying customers' needs and how an organisation can effectively meet these needs satisfactorily.
According to [3] , customer satisfaction is the difference between a customer's anticipation of a desired result from a purchase and the actual benefits derived from the use of the purchase. This definition sees customer satisfaction is an end result of a service enjoyed by the customer. However the definition of [4] sees customer satisfaction as a measure of customer's behaviour as a response of services received. According to [4] , customer satisfaction is achieved if customers remain loyal and repurchase product or service.
Theories of customer satisfaction include cognitive dissonance theory, expectation disconfirmation theory and SERVQUEL model. Cognitive dissonance theory states that consumers assess the performance of a product or service based on a mental assessment of expectation and the perceived outcome of the product's usage [8] . This leads to some form of dissonance. To manage the dissonance, consumers correct their perception about the product to align with the expectation [1] .
Expectation Disconfirmation theory states that consumer satisfaction is a function of the size and direction of the disconfirmation as experienced through a comparison of the actual service performance and the expectation performance [5] . This theory is illustrated in figure 1 below. SERVQUAL model assess the level of service quality of service providers based on five elements of service namely: tangibles, reliability, responsiveness, assurance and empathy.
Research Methodology
The research design employed for this study is the quantitative approach. Data used for the study include Primary and Secondary data. Instruments employed in collecting the primary data include questionnaires, interviews and observation. Secondary data was obtained by a review of literature in relation to the subject under discussion and also data from Ecobank's records. The study population is made up of 1600 customers of the three branches of Ecobank Ghana Limited in Takoradi. This number is made up of One Hundred (100) Corporate Bankers, Eight Hundred (800) Small and Medium Scale bankers and Seven Hundred (700) personal bankers [6] .
A total of 150 customers were however conveniently sampled for this study using simple random sampling method. In order to obtain a fair representation of each customer group, the various classes of customers were stratified into their account types. The number of customers selected from each strata was then determined as the product of the ratio of the number of customers in each class to the total number of customers by One Hundred and Fifty (150). The respective numbers obtained were as follows: 10 corporate bankers, 75 SME bankers and 65 individual banking customers. Reliability and validity was catered for, by designing research instrument such that respondent's responses addressed the study. Also a pilot test was carried out on the study instruments using customers.
Discussion
Of the 150 customers targeted for the study, there was a response rate of 89% (134 customers responding). 70.1% (94 respondents) had banked with Ecobank for more than 5 years: as much as to 16 years. Only 29.1% (40 respondents) banked with the bank less than five years.
As in table 1, mean and standard deviation was computed on tangibility factors. Mean scores on physical facilities being good and nice yielded 3.42 and 4.36 for perception and expectation respectively. That of the neatness and appealing nature of the bank staff yielded 3.37 and 4.50 for perception and expectation respectively. That current status of technology and electronics in the bank yielded 3.70 and 4.75 for perception and expectation respectively. The total mean score of customers' perception and expectations yielded 10.49 and 13.61 for perception and expectation respectively. This implies that the perceived performance (P) of the tangibles of the bank was below the expected performance (E): that is P<E. From the disconfirmation theory, P<E is an indication of a negative disconfirmation: meaning customers were not satisfied or their expectations regarding the tangibles of the bank were not met. But considering the value difference between P and E (too very wide), it is concluded that the Bank needs to put just a little more effort into upgrading their tangible as a means of satisfying their customers. When mean and standard deviation values computed on reliability factors (see in table 2), Ecobank delivering on its promises got a mean score of 3.04 and 4.69 for perception and expectation respectively. Those of the convenience of the banking hours mean scored 3.93 and 4.70 for perception and expectation respectively. Mean score of the bank's ability to provide error-free records is 3.19 and 4.81 for perception and expectation respectively. Total mean score of customers' perception and expectations is 10.16 and 14.20 respectively. This implied that the perceived performance of the tangibles of the Bank was below the expected performance, that is P<E. From the disconfirmation theory, P<E is an indication of a negative disconfirmation meaning customers are not satisfied or their expectations regarding reliability nature of the Bank were not met. But the difference 4.04 gives an indication that the bank needs to put in more effort to present itself as reliable to customers. On empathy factors as in table 3, mean scores obtained with respect to the fact that Ecobank is able to provide products that suits the needs of their customers were 2.91 and 4.65 for perception and expectation respectively. In terms of the customers' view on their interest been at the heart of Ecobank, the respective means scores were 2.93 and 4.22 for perception and expectation respectively. Mean scores of the ability of the bank to give individual customers attention were 3.14 and 4.40 for perception and expectation respectively. Total mean scores of customers' perception and expectations were 9.98 and 13.60 for perception and expectation respectively. This implied that the perceived performance of the tangibles of the bank was below the expected performance, that is P<E. From the disconfirmation theory, P<E is an indication of a negative disconfirmation meaning customers do not feel that Ecobank is empathetic towards them. Considering the value difference of 3.62 that is significant, it's concluded that the bank needs to pay attention to its relationship with its customers. On the bank responsiveness as in table 4 below; mean scores for the bank staff willingness to assist whenever a customer is in need, is 3.86 and 4.75 for perception and expectation respectively. On the bank's ability to speedily assist customers, mean score is 3.69 and 4.65 for perception and expectation respectively. Total mean scores of customers' perception and expectations for responsiveness is 7.75 and 9.40 respectively. This implies that the perceived performance of the responsiveness of the bank was below the expected performance, that is P<E. From the disconfirmation theory, P<E is an indication of a negative disconfirmation meaning customers do not feel that Ecobank is responsive towards their needs. Given that the difference was 1.95 that is insignificant, it can be concluded that the bank needs to put just a little more effort into upgrading their responsiveness. On assuring nature of the bank and as in table 5, the mean scores on bank staff having acquired the required knowledge needed to meet customer needs was 4.10 and 4.77 for perception and expectation respectively. On bank staff creating the feeling of confidence among customers, the respective means response was 3.47 and 4.70 for perception and expectation respectively. Mean scores of the ability of the bank to ensure the security of its customers is 4.12 and 4.80 for perception and expectation respectively. Total mean score of customers' perception and expectations is 11.69 and 14.27 for perception and expetation respectively. This implies that the perceived performance of the assuring nature of the bank was below the expected performance, that is P<E. From the disconfirmation theory, P<E is an indication of a negative disconfirmation meaning Ecobank is not creating a feeling of assurance among its customers. Considering the difference of 3.62, it gives an indication that Bank is doing well but has to put in extra effort to improve its assuring nature. 
Conclusion
The results obtained above indicate that the expectations of customers exceeded their perceptions. The interpretation of this result using the disconfirmation theory is that customers are generally not satisfied with the quality of service they receive from Ecobank. The conclusion drawn in this regard is that, Ecobank Ghana Limited is not fully meeting the expectations of their customers and hence additional effort is required to improve its service quality as a means of satisfying its customers so as to remain competitive.
Limitation and Recommendation
This study was conducted from three Ecobank branches: all in one township and hence the results of the study cannot be generalized. Future studies should therefore look at conducting a countrywide study.
